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Talk. Read. Sing. 
It changes everything®
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July 28, 2016
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Introduction

“Everybody here is a big fan of First 5 
California. When we endorse a product or 
service on the air, we always make sure it 
means something to us and that we really, 
really believe in that product.” 

“First 5 California, what you’re doing, what 
you’re trying to establish, the way you’re 
teaching people, helping parents in those first 
five formative years, we believe in that very 
strongly.”

-Valentine in the Morning
Sean Valentine, Radio Personality
Top-Rated Morning Show in LA
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Take Talk. Read. Sing. to another level by continuing to highlight the  
three campaign pillars: 

Trusted sources

• Leverage a wide variety 
of relatable, credible 
voices to deliver our 
message.

Urgency

• Share the latest  in  
brain science as it 
pertains to early brain 
development.

Tools and tips

• Motivate and empower   
parents through 
storytelling and sharing; 
provide a powerful 
emotional connection 
and stimulus for talking, 
reading, and singing.

Strategy
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Powering a movement in surround sound

• Digestible, easy-to-follow 
content, including 10/15-
second radio tip reminders, 
social media posts, blogs, 
and activities/tips our 
website  

• Higher engagement 
through innovative tools 
and emerging media

• Leveraging voices of 
celebrities, sports 
figures, social media 
influencers, 
community and local 
talent, including focus 
on multicultural 
audiences  

• Broad reach, 
multilingual media 
(broadcast TV, radio, 
social, digital)

Deliver Amplify

RemindSolidify 
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Powering the Movement: 
A Solid Creative Strategy
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Real People, Real Stories: The Core of our Campaign 

Campaign kicked off with a series of TV spots featuring authentic stories of 

“How I Really Got Here.” These vignettes emphasize:

• Disadvantaged/challenged backgrounds

• Hard work, discipline

• Early caregiver/parent talking, reading, and singing that influenced them

Former NASA astronaut Jose Hernandez
Sergeant Emada Tinigirides
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Powering the Movement: 
How We Reached Our Audiences
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Media Overview: Delivered 548.4 Million Impressions 
January – June, 2016
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Fraser Obtained Added Free Media

First 5 California received over $6.8MM in additional media value – more than 70% 
of the planned media expenditure in 1st and 2nd quarters, 2016.

• Free media from over-delivery, bonus, custom elements, and the addition of 
cable at no added cost generated over 128 million impressions across 1st and 2nd

quarters.

• Nearly $2.5MM in additional savings from negotiations funded:

• 80%+ of added summer/fall cable and upcoming custom fall executions, 
streaming TV and PBS activity

• Half of the cost of the ongoing custom TV and Radio executions

• 100% of our new TV spot production

• Custom elements and added weight will generate 45 million+ impressions 
through 3rd quarter
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TV and Radio
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Custom TV Highlights

Mellisa Paul “Mother’s Day” ABC10 Sacramento

Univision 
Omar & Argelia

Amy G – “On Being Mom” Sports 
Journalist CSN Bay Area

Jill – “Special Needs” ABC10 Sacramento
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PSA/Public Affairs Outreach 

TV

• First 5 California TV spots run as public 
service announcements (PSAs) aired nearly 
1,500 times, generating 2.5 million 
impressions.

• Media value of $125,000.

Radio

• First 5 California radio PSAs have aired 1,100 
times in English and Spanish generating over                     
2 million impressions.

• Media value of $40,000.

Interviews

• 10 Public Affairs interviews with First 5 
California representatives (including Diane 
Levin and Jose Hernandez) with radio station 
groups in: 
• Fresno, Los Angeles, Modesto, Monterey, 

Sacramento, Salinas, San Bernardino,                       
San Francisco, and Stockton. 

• More continue to be scheduled through July 
and August.
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• Collaborated with iHeart Radio to 
create an exciting platform to 
thank Mom while promoting the 
importance of talking, reading and 
singing to children right from the 
start. 

• Program, valued at more than 
$550k, was negotiated as added 
value.

Added Free Media: Mother’s Day Promotion with iHeart Radio 
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• Campaign generated nearly 300 posts across various social media channels, all of 
which promoted motivational messages surrounding TRS while creating authentic, 
user-generated content. 

• Celebrity DJs and popular personalities across the state joined in giving thanks to their 
own mothers while promoting the campaign and #talkreadsing. 

• More than 1.6 million impressions and over 3,700 clicks were recorded. 

• More than 200 qualified entries were received; our winner (chosen at random) was 
Carla Hernandez from Alameda, who is taking her mom to Hawaii!

Added Free Media: Mother’s Day Promotion with iHeart Radio 
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Enhanced effort to engage dads with Talk. Read. Sing. messaging:

• Valentine in The Morning (KBIG 104.3) in-program live integration, on-air 
promotion to share Talk. Read. Sing. stories on social media and posts by Valentine 
in the morning over a 4-week period from July 4th to July 28th.

Reaching Audiences Using Trusted Voices: Radio Talent
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• First 5 California collaborated with ESPN and former NBA 
champion Mychal Thompson, father of Golden State 
Warrior Klay Thompson and Trayce Thompson of the Los 
Angeles Dodgers, to create special content in honor of 
Father’s Day.

• Emotional videos on ESPN (30 second and                         
2-minute versions) served as a platform for Mychal 
to share his reflections on what led to his sons’ 
success – it all started with talking, reading, and 
singing. 

• Videos reached nearly 90k viewers, garnering 1,377 
engagements and serving as excellent Father’s Day 
content for First 5 California. 

• Custom ESPN execution featuring Mychal Thompson 
across radio, digital and social June 6th to July 31st: 

• Radio in LA and San Francisco

• Long-form 2-minute video ran on ESPN LA social 
and Warriors ESPN page

• Custom :15 and :30 video to run on ESPN.com and 
WatchESPN app as pre-roll

Reaching Audiences Using Trusted Voices: Sports Figures
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• Featured in-stadium signage, promotion, custom player PSAs, and custom Spanish-
language radio broadcast elements. 

• Fox SoCal and Comcast Sports Bay Area (June 13th to August 28th)

• 30-second custom spots to air on cable and on in-stadium jumbo-tron featuring 
Angels and Giants players (Hector Santiago, Gregorio Petit, and Javier Lopez) 

• Additional radio support during the baseball season June 27th to October 2nd

• Time Warner/Charter cable LA (June 13 to September 4)

• :15 custom spots to air in Dodger games starting June 13th to September 4th 

Reaching Audiences Using Trusted Voices: Sports Figures
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Asian In-Language

• Custom television and radio ran across 8 weeks in multiple languages in                    
hard-to reach communities across California:

• KSCI LA TV: Chinese (Cantonese and Mandarin), Korean, Filipino (Tagalog)

• Crossings TV Bay Area and Sacramento/Central Valley:

• 13 hard-to-reach counties in Central Valley: El Dorado, Placer, 
Sacramento, San Joaquin, Yolo, Merced, Sutter, Nevada, Yuba, 
Stanislaus, Kings, Fresno, Butte

• Chinese (Cantonese and Mandarin), Vietnamese, Filipino (Tagalog), 
Hmong

Spanish and Indigenous Languages

• Custom radio :60s ran on Radio Bilingue and La Campesina on 11 stations 
across 8 markets.  

Russian In-Language

• Custom TV in Russian language programming in the Central Valley

Ethnic & Multicultural: Broadcast Overview
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Radio Bilingue: Reuben Martinez
• “A library card will take you further than a 

driver’s license.” – Reuben 
• Custom, long-form radio spot that highlighted a 

unique story about Reuben Martinez, who 
purchased a barbershop in downtown Santa 
Ana and converted it into a bookstore - the first 
of its kind in this neighborhood!

• Throughout the spot, Reuben shared the 
importance of talking, reading, and singing from 
birth, and how reading is an integral part of his 
life. 

Ethnic & Multicultural: Custom Content Highlights
Extending our “How Did I Really Get Here” in the local communities

Crossings TV: Nancy Hur

• Software Company Executive and 
Philanthropist; Korean immigrant

• Custom, in-language (Korean) TV spot that 
highlighted Nancy’s successful journey thanks 
to her parents’ early talking, reading, and 
singing

https://www.youtube.com/watch?v=tk7SjvI6GoA
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Site Direct

• Sites include BabyCenter, CBS Local, and Pandora.

• Custom executions in addition to banners included social 
posts on Facebook and Twitter, native articles/blog posts, 
mobile app in-feed, as well as branded wallpaper and 
homepage takeovers

Digital

• Digital banners and pre-roll ran across multiple networks              
that included placements on hundreds of sites targeted                        
to our audience.

• Specific executions included:

• Swiping the Talk. Read. Sing. tip cards to interact

• Expandable banners including the “How Did I Get                      
Here” spots and Talk. Read. Sing. tips

An estimated 21 million impressions were served to users on 
desktop and mobile over the 6-month period.

Digital Summary 
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Digital Highlights

Custom mobile ad units are seeing a 5x 
better engagement than standard ads
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BabyCenter Partnership: Blog Post

• Maggie Downs, a California-based 
blogger, wrote about the 
importance  of talking, reading, and 
singing to your child, and gave 
examples of how she interacts with 
her 3-year-old.

• Blog post was shared on 
BabyCenter’s Facebook and Twitter 
with over 2.5 million likes/followers. 

Digital Highlights
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Instagram

• To support First 5 California’s Instagram profile, we joined forces with 12 influencers to 
create an army of advocates discussing #talkreadsing on this growing channel. 

• Three-week campaign leading up to Mother’s Day, where influencers: 

• Supported Mother’s Day sweepstakes with iHeartRadio

• Posted baby photos with their mothers to leverage #ThrowbackThursday or 
#FlashBackFriday (#TBT or #FBF)

• Educated their audiences about early brain development

• First 5 California’s Instagram followership doubled during campaign.

• Generated 51.7 million impressions and 68,980 engagements (likes/comments).

Trusted Voices: Social Media Influencers 
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• One Instagram post from influencer Dulce Candy alone generated 16,835 likes – she 
stood out as a strong voice to help deliver our campaign message.

• An immigrant of Mexico, Dulce Candy is a successful YouTube influencer who connects 
with Hispanics, millennials, and general audiences. 

• Partnered with Dulce to create a full-length CBS.com article, which shared snippets 
from her childhood, describing her mother’s talking, reading, and singing and how it 
helped get her to where she is today. 

Social Media Influencer Spotlight: Dulce Candy 
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Bloggers

• Collaborated with 31 mommy bloggers across California to help deliver our 
messaging via authentic, credible voices. 

• Generated 768 stories and posts (including blog entries, Facebook, Instagram 
and Pinterest) surrounding #talkreadsing

• Received strong engagement with 7,871 likes, comments and/or shares

• Recorded 10,918 clicks to the First 5 California website
• Average time spent per visit: 7 minutes, 40 seconds

• Campaign totaled more than 4 million impressions. 

Trusted Voices: Social Media Influencers 
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YouTube 

• Following our successful collaboration with “The Daily Bumps,” we partnered with 
the “Eh Bee Family,” an engaging YouTube family with more than 1.7 million 
YouTube subscribers and over 10 million Facebook followers.

• Used their popular channels to demonstrate how they integrated Talk. Read. 
Sing. in their children’s upbringing starting from the moment they were born.

• Used home videos of the family that showcased family engagement.

• Campaign messaging was sprinkled throughout the video.

• YouTube Stats (Family posted video on July 7):

• 298,057 total video views to date

• 7,949 total video likes to date

• 1,098 total video comments to date

• Spike in website traffic to First5California.com

Trusted Voices: Social Media Influencers 
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Powering the Movement: 
In The Community
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• African American newspapers and their 
publishers are among the most trusted sources 
for authentic information and the voice for the 
Black community on civic, education, and 
political matters.

• Created partnerships with multiple publications 
to capitalize on influence of African American 
press and publishers in particular.

• Publishers wrote op-ed pieces. 

• Ran print ads in 21 community newspapers in 
top-4 markets.

Ethnic and Multicultural Outreach: African American                              
Community Outreach
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Ethnic & Multicultural: African American                                     
Outreach Highlights 

• Circulation over 40,000
• One half page two week run for the ad and one 

week run for the editorial

• Circulation over 65,000
• 2-week 1/3 page ad run & 1-week editorial run  

Leave in or take out?
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First 5 California editorial ran on highest readership day 
- the Thursday before the primary election.

Ethnic and Multicultural: African American 
Outreach Highlights 
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Ethnic and Multicultural: African American 
Outreach Highlights 

• Full page - Photo of Assistant Publisher 
Jewel Jackson and her son, Jaden

• The editorial and ad had 2-month run 
in the magazine for June and July
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Developing More Trusted Voices in the Community:

• CBO Partners confirmed for Roundtables in 
July/August 2016:

• Koreatown Youth & Community Center (Korean, 
Los Angeles)

• Asian Health Services (Pan-Asian, Oakland).
• South Asian Network (South Asian, Artesia).
• Stone Soup (pending)  (Hmong, Fresno)

• “How Did I Get Here?” campaign local 
spokespersons secured.

• Dr. Fenglaly Lee, Obstetrician in Fresno

Upcoming Summer Reading Program:

• Library Reading Tour – 10 library readings in 
August

• Garden Grove Library: Tuesday, August 2, 11 a.m.
• Artesia Library:  Friday, August 5, 11 a.m.
• National City Library: Monday, August 8, 6 p.m.
• Fullerton Library:  September (TBD)
• Oakland Library: (TBD)

• Readers include local elected officials, 
firefighters/police, musicians, and community 
leaders.

Ethnic and Multicultural: Asian American Community 
Outreach
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• Engaged with parents and children during appointments via fun bilingual activities 
on exam table paper with customized crayons.

• Reinforced Talk. Read. Sing. messaging through simple, easy-to-read bilingual posters 
in examination rooms. 

In the Community: Pediatrician Offices
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• The First 5 Express:
• Continues to serve as the premier hands-on 

experience for Talk. Read. Sing. education 
and one-on-one interaction.

• Provides parents with tools and motivation 
to carry out talking, reading, and singing at 
home.

• Asks parents to share their stories with our 
staff and talk about their goals and 
aspirations for their children.

• Creates a fun and memorable experience 
that will resonate and sustain behavior 
change beyond the visit.

• Inspires the continuation of talking, reading, 
and singing at home through activities and 
giveaway items.

In the Community: The First 5 Express
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• Since the September 15, 2015, tour launch, the Express has:

• Visited 58 counties and participated in 132 total events

• Received 66,500 one-on-one interactions

• Distributed 105,600 resources

• Recorded 820 karaoke sing-alongs

• Generated 10.9 million total tour impressions

In the Community: The First 5 Express
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Powering the Movement: 
Broadening Our Reach
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• First 5 California served as the 
inspiration for “Books Across 
America,” a nationwide book drive 
launched by Dr. Oz, fueled by UPS, 
Scholastic, and WIC.   

• George Halvorson appeared on “The 
Dr. Oz Show” and discussed findings 
in his new book, including the fact 
that more than half of the lowest 
income homes do not have books            
for their children.  

• On the show, Mr. Halvorson and       
Dr. Oz announced “Books Across 
America” to help get more books into 
the hands of families in need.

• Fraser Communications orchestrated 
every moving part behind this 
national initiative, bringing counties 
on board to help spearhead 
involvement on a statewide level. 

• Program served as a powerful 
platform to give our Talk. Read. Sing. 
campaign national attention. 

National “Books Across America” Drive with Dr. Oz
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• Press releases, social media posts, and other 
tools were developed and adapted for 
county use. 

• Worked with social media influencers to 
spread campaign and post their own 
donations to help spur excitement within 
their own audiences.

• Book drive resulted in more than 3,200 
participating UPS locations and nearly 
45,000 book donations, benefitting 740 WIC 
offices nationwide!

National “Books Across America” Drive with Dr. Oz
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• July 21 – Visit to Watts Healthcare Corporation: WIC to distribute 200 books 
donated by Fraser Communications and the Dr. Oz studio audience.

• Coordinated with the local Watts librarian to conduct story time and pass 
out several books to each child in attendance.

• Library also signed children up for their first library cards

• 50 children, parents, and caregivers attended the story time event.

• LA City View Channel 35 covered the event.

National “Books Across America” Drive with Dr. Oz
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• Talk. Read. Sing. is more than a campaign – it’s now part of genuine banter and 
conversations among parents and the media. 

• Phrase has been mentioned specifically in major online message boards and 
discussed on national television with celebrities like Ellen, Mila Kunis, and 
Kristen Bell. 

Campaign Chatter: Our Message is Going Mainstream
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New TV Spot Overview and Review
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Real People, Real Stories: Expanding our Creative.  

Version 1
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Real People, Real Stories: Expanding our Creative.  

Version 2
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Real People, Real Stories: Expanding our Creative.  

Version 1



45

Real People, Real Stories: Expanding our Creative.  

Version 2
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THANK YOU

Questions?


